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	 After	looking	at	these	areas	of	interest	from	the	collected	data,	it	is	apparent	that	there	are	opportunities	for	artists	to	increase	their	ability	to	make	a	profit	from	their	music.		The	simplest	way	to	take	advantage	of	these	opportunities	is	creating	strategies	that	can	be	implemented	at	live	music	events	to	increase	revenue.	These	strategies	can	be	executed	with	very	little	additional	cost	to	the	musicians.			 The	first	thing	that	artists	can	do	is	utilize	every	opportunity	they	can	to	perform	as	an	opening	act.	Not	only	does	this	increase	their	exposure,	it	gives	them	the	ability	to	perform	in	larger	venues	than	they	would	if	they	were	performing	as	a	headlining	act,	and	allows	them	access	to	an	audience	that	according	to	the	survey,	will	end	up	trying	to	find	their	music	if	the	act	is	well	received.		In	addition,	this	gives	them	the	ability	to	reach	the	masses	that	purchase	their	concert	tickets	from	a	service	such	as	Ticketmaster,	where	a	small	artist	or	group	typically	does	not	have	their	tickets	posted.		 	 		 Another	strategy	that	can	be	implemented	is	re-thinking	their	merchandise	offerings.	Improving	the	quality	of	apparel	may	come	at	some	cost,	but	it	is	a	cost	that	can	be	recovered	when	apparel	is	looked	upon	in	a	new	light	and	sales	increase.	If	improving	the	quality	is	not	an	option,	then	expanding	the	merchandise	offerings	should	be	considered.	Adding	additional	apparel	items	could	be	helpful,	as	some	people	want	something	more	unique	than	a	t-shirt	to	set	them	apart.	Survey	participants	mentioned	sweatshirts,	socks,	scarves,	and	accessories.	Another	expansion	could	be	in	small	items	that	can	be	produced	at	a	low	cost,	and	fit	with	the	concert	experience	in	general.	Drinking	is	an	activity	that	often	surrounds	entertainment	events,	and	offering	shot	or	pint	glasses	would	use	this	as	an	
advantage.	A	similar	item	could	be	a	lighter,	as	there	often	concertgoers	using	tobacco	products	or	using	lighters	to	wave.	One	more	area	of	expansion	could	be	utilitarian	items	for	a	concert,	such	as	light	sticks	or	towels.	Finally,	an	item	typically	included	at	a	merchandise	site	is	physical	albums.	An	easy	way	to	increase	sales	of	these	albums	would	be	to	offer	a	number	of	the	albums	that	are	autographed.	If	the	artist	or	group	prefers	not	to	sell	physical	albums,	or	only	provides	a	small	number	that	are	available,	but	instead	makes	its	music	available	digitally,	this	can	be	addressed	as	well.	Simply	having	materials	at	the	tent	with	clear	direction	as	to	how	to	find	their	music	online	is	a	quick	and	easy	way	to	ensure	the	digital	mediums	are	being	utilized.			 The	most	important	strategy	is	to	play	off	of	concertgoer’s	love	for	a	personal	touch	and	sympathy.	Advertising	that	these	merchandise	sales	and	digital	distribution	of	their	music	is	what	is	directly	being	relied	upon	to	cover	all	costs,	out	of	pocket,	gets	the	attention	of	an	attendee	and	touches	their	emotions.	The	other	way	to	do	this	is	to	make	time	before	and	after	a	concert	for	the	artist	or	group	members	to	be	physically	present	at	the	merchandise	site,	available	and	accessible	for	the	fans.	This	creates	an	air	of	both	inclusivity	and	exclusivity	at	the	same	time.	The	consumer	feels	lucky	they	are	able	to	make	a	purchase	directly	from	an	artist	but	realize	the	opportunity	that	few	others	have	had,	which	is	to	meet	the	actual	artists	behind	the	music	they	listen	to.		
Conclusion:		 All	of	these	recommendations	can	be	implemented	at	little	to	no	costs,	and	with	a	few	changes	to	an	artist	or	group’s	live	event	strategy,	they	will	have	
increased	their	chances	of	making	a	profit	from	the	art	they	may	be	struggling	to	create.	My	hope	for	this	research	project	is	that	artists	will	be	able	to	utilize	my	recommendations	for	financial	gain,	and	that	I	have	contributed	to	my	intended	fields	of	study	through	raising	questions	that	provoke	intelligent	debate	about	the	blending	of	an	art	and	a	business	–	and	how	that	can	affect	the	consumer,	artist,	and	overall	industry	of	the	art.			 	
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